A B S T R A C T. The aim of this article is to show the usefulness of an expanded version of Fairclough's Critical Discourse Analysis approach, i.e. an approach that combines text analysis with an analysis of discourse processes in studying text production and interpretation, and also incorporates ethnographic methods, in this case, participant observation and interviews. This expanded approach was checked in the study of illegal promotional news discourse; the study was conducted chronologically in two stages. In the first stage, an analysis of interpractice -which identifies cases in which specific other practices of the process of text production and interpretation are overtly drawn upon within a practice -was used to identify promotional news reports and uncover elements of promotional practice which are drawn upon within journalism, such as having the advertiser, who realizes his/her commercial interest by paying for publishing or killing a certain story, as the key actor in the process of promotional news production. In the second stage, analysis of interdiscursivity revealed how promotional journalism through textual devices (genre, topics, perspective, choice of sources, lexical choice, over-lexicalization, coherence, choice of processes and participants) incorporates discursive elements of promotion which are drawn upon within the news report discourse, such as using representatives of the organization as almost the only participants, partiality, positive-only evaluation of the characteristics/activities of the subject discussed, which is in the interest of those discussed by the texts and not the readers.
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Readers distinguish between two types of content in the press: advertisements and editorial content. However, in the last few years, media critics have expressed great concern about a blurring of the lines between these two types of content and have noted a new phenomenon, a hybrid between advertisement and editorial, a new genre commonly referred to as 'advertorial'. Cameron and Ju-Pak (2000) synthesized conceptual definitions of other authors in defining advertorials as 'blocks of paid-for, commercial message, featuring any object or objects that simulates the editorial content of a publication in terms of design/structure, visual/verbal content, and/or context in which it appears ' (pp. 66-7) .
Because advertorials are studied, above all, by advertising and public relations scholars, the existing analyses of advertorials mostly reflect their research interests, such as the type of breach of the external recognizability of advertorials as commercial texts, for example, the presence/absence of labelling, the type size of the label, its typeface, title and sponsorship information (e.g. Armstrong et al., 1980; Cameron et al., 1996; Cameron and Ju-Pak, 2000; Foxall and Goldsmith, 1994) , and the effect of advertorials on readers; in particular, confusion among readers who think that advertorials are part of the publication's editorial content (Balasubramanian, 1994; Cameron and Curtin, 1995; Cameron et al., 1996) . Advertorials have become accepted because advertisers are convinced that an editorial format can be more effective than the traditional advertising format in influencing audiences for commercial benefit (Cameron, 1994; Cameron and Haley, 1992) , because, with the appearance of 'news', an advocacy message is legitimized by third-party credibility -the implicit approval of the medium in which the information is presented (Cameron, 1994; Salmon et al., 1985) . The existing research has focused on the role of advertisers in the promotion of advertorials, whereas the role of news producers has been ignored.
The existing research is based on the premise that readers can recognize an advertorial by at least one external characteristic, but in recent years, media scientists in Slovenia (e.g. Splichal, 2002) , Scandinavia (e.g. Vuokko, 1996) and the USA (e.g. Balasubramanian, 1994; Wilkinson and Hausknecht, 1995) , the Slovene Association of Journalists (2003) and the Slovenian Advertising Chamber (2002) , as well as journalists themselves (e.g. Dekleva Humar, 2001) , have called attention to the illegal practice 1 of publishing paid-for commercial texts in the form of news which cannot be recognized as advertorials. For the sake of conceptual clarity, I introduce a new term 'promotional news' for all those texts that have been paid for, have been published in the form of news, and that seek to influence audiences for commercial benefit. But how do we discover and analyse such texts? For this purpose, the present study combines analysis of the processes of promotional news production, to identify such texts and uncover elements of promotional practice within journalism, with text analysis to uncover discursive elements of promotion that are overtly drawn upon within news discourse.
This study adheres to the analytic paradigm of Critical Discourse Analysis (CDA) described by Fairclough (1992 Fairclough ( , 1995a Fairclough ( , 1995b , who suggests that the analysis of media discourse should be multidimensional: texts must be related to the discourse practice and to the social practice of which they are part. In this study, I combine text analysis with an analysis of discourse processes incorporating, at the same time, ethnographic methods. The main aim of this article is to 554 Discourse & Society 15 (5) present an example of a study which -through analyses of discursive practice and the text -uncovers discursive elements of promotion that are overtly drawn upon within news discourse, thus giving newspaper readers the mechanisms for recognizing this illegitimate hybrid type of discourse.
An expansion of the concept of Critical Discourse Analysis
The approach to discourse analysis followed in this article draws on Fairclough's CDA (1989 , 1992 , 1995a , 1995b , whereby discourse is defined as a linguistic/ semiotic construction of one social practice from particular perspective within another social practice (Chouliaraki and Fairclough, 1999) . Fairclough (1989 Fairclough ( , 1992 Fairclough ( , 1995a Fairclough ( , 1995b claims that each discursive event 2 has three dimensions or facets: (i) it is a spoken or written language text, (ii) it is an instance of discursive practice involving the production and interpretation of text, and (iii) it is a piece of social practice.
The analysis of discourse as a text is a form-and-meaning analysis, which includes analyses of generic structure, text dialogic organization, cohesive relations between sentences and relations between clauses in complex sentences, the grammar of the clause and vocabulary. The analysis of discourse as a discursive practice involves the processes of text production, distribution and interpretation (or consumption). There are specifically 'sociocognitive' dimensions of text production and interpretation, which centre upon the interplay between the members' resources that discourse participants have internalized and bring with them to text processing, and the text itself, as a set of 'traces' of the production process, or a set of 'cues' for the interpretation process (Fairclough, 1992) . The analysis involves both the detailed moment-by-moment explication of how participants produce and interpret texts and an analysis that focuses upon the relationship of the discursive event to the order of discourse, 3 and upon the question of which discursive practices are being drawn upon and in what combination. The distribution, how texts circulate within orders of discourse, can be investigated in terms of 'chain relationships' within orders of discourse. The analysis of discourse as social practice involves social conditions, which can be specified as social conditions of production and social conditions of interpretation. These social conditions relate to three different levels of social organization: (i) the level of social situation, (ii) the level of social institution, and (iii) the level of society as a whole (Fairclough, 1992 (Fairclough, , 1995b . Because Fairclough's concept of the analysis of discursive practice focuses on the features of the text, but 'discourse refers to the whole process of social interaction of which a text is just a part' (Fairclough, 1989: 13) , I expand the dimension of discourse practice to discourse processes, i.e. the process of production, of which the text is a product, and the process of interpretation, for which the text is a resource. Thus, text analysis is only one part of discourse analysis, which also incorporates an analysis of the production and interpretation processes. With the help of findings from news production studies, Van Dijk (1988) has shown that the process of production interlocks with a news text. For example, the processes of production are a function of the structure source texts, but they also depend on the structural plans that underlie the news text to be written by the journalist. However, approaches highlighting the role of the reader -reception studiesmostly connect reception with production and the text. For example, for Barthes (1964) , interpretation is shaped by the individual's set of decoding practices, which act as 'shifters' favouring one path of interpretation over other possible paths. The producer has a hand in what these paths of possible interpretation will be, and has an interest (as well as a set of strategies) in 'overcoding' a particular path of interpretation and 'undercoding' others. Thus, the interpretation of a text is closely linked to its production. Because the processes (of production and interpretation) and the structure (of the text) are integrated and mutually dependent properties of discourse, a text analysis should be combined with analysis of the discourse processes. Within the analysis of discourse processes, chain relationships between participants in the discourse processes could also be analysed: what sort of relationships are there between participants in the processes of the production and interpretation of texts.
The best way to come to know the processes of text production and interpretation is ethnography (Hammersley and Atkinson, 1983; Hansen et al., 1998) ; this was also recognized by Chouliaraki and Fairclough (1999) , because ethnography requires the systematic presence of researchers in the contexts of the practice studied and can therefore establish precisely the sort of knowledge that CDA often extrapolates from the text, that is, knowledge about the different moments of a social practice: its material aspect (e.g. location arrangements in space), its social relationships and processes, as well as the beliefs, values and desires of its participants. Ethnography can illuminate multiple aspects of a practice, both synchronically (at the time of the fieldwork) and historically, and it also provides an invaluable context for assessing the articulatory process in the practice and the specific function of discourse in it. The usefulness of ethnographic methods for CDA has also been proven by Eriksson (2002) with an analysis of television's text production and reception, which showed that television plays a crucial role in the reproduction of political discourse.
For the purpose of analysing promotional news, we need to define some concepts that enable the identification of elements of other types of discourse which are overtly drawn upon within the discourse. Fairclough (1992) adopts French discourse analysts and defines intertextuality as a case in which specific other texts are overtly drawn upon within a text (e.g. parts of other texts are incorporated into news reports with devices such as quotation marks and reporting clauses), whereas interdiscursivity is a matter of how a discourse type is constituted through a combination of elements of orders of discourse. The concept of interdiscursivity focuses on discourse conventions rather than on other texts as constitutive. An example of interdiscursivity would be 'mixed genres' which combine elements of two or more genres, such as 'chat' in television chat shows, which is part entertainment and part performance (Fairclough, 1992) . 556 Discourse & Society 15 (5) In the dimension of discourse practice, I introduce -in addition to interdiscursivity -the concept of interpractice, which identifies cases in which specific other practices in the process of text production and interpretation are overtly drawn upon within a practice. For example, in the process of news discourse production, the news producer (journalist, editor) decides on and produces the news. If an advertiser who orders and pays for news writing makes a decision in the news producer's place, interpractice occurs: a hybrid practice consisting of journalistic/ editorial and advertising practice. By contrast, in the process of interpretation, interpractice occurs when the reader believes that he/she is reading the news, whereas in reality he/she is reading advertisements. For the above-mentioned reasons, ethnography is suitable for the study of interpractice.
The usefulness of ethnographic methods, such as participant observation and interviews, has clearly been shown by different news production studies or the so-called 'sociology of news' (Fishman, 1980; Gans, 1979; Golding and Elliot, 1979; Helland, 1993; Schlesinger, 1987; Tuchman, 1978) . These studies have also shown that the journalistic process of text production is, to a large extent, a routine practice. The meaning of a text -the ideational and interpersonal functions -is the result of the process of text production. In this process, journalists use an established form and habitual methods to manage production. There are more or less routine and institutionalized ways to do the work, which, of course, have consequences for what could be expressed in the text, and how it could be expressed; it has a consequence for how commercial messages are formed as news.
My aim is to combine these insights into a multidimensional approach for the study of promotional news; an approach that considers the structure as well as the processes, and also considers production, interpretation and the text as interdependent and overlapping 'moments' of the communication process. In order to be able to identify and analyse promotional news items, research is carried out according to a chronological plan. In the first step, I analyse a new discursive practice and through the analysis collect a corpus of promotional news items, in which discursive elements of promotion are identified using a text analysis in the second step. Although I do not treat reception in the traditional sense of studying audience reception, I hope to employ the sensitivity of the reception paradigm to uncover the promotional news producers' responses to promotional news practice.
Analysis of promotional news discourse

INTERPRACTICE: ANALYSIS OF PROMOTIONAL JOURNALISM
The data were collected using two methods of field research: participant observation and in-depth interviews. Over a period of 12 weeks in 2002, I spent 140 hours distributed approximately equally among the offices of all four quality daily newspapers in Slovenia. I participated in, and observed the news production activities in the commercial sector of the newspapers and in all the editorial Erjavec: Hybrid discourse 557 departments except the foreign policy ones. My goal was to immerse myself in the world of promotional news production and to provide an adequately 'thick' description of the 'informal logic of the actual life' of promotional news producers (Geertz, 1973: 17) . Carrying out the in-depth interviews was necessary because of the problematic character of the subject of the analysis, as the producers of promotional news items were aware that the practice is illegal and tried to conceal it. Thus, the use of in-depth interviews was, above all, intended to check the data gained by participant observation and add to it, whereas the secondary goal was to obtain the participants' responses to promotional news practice. I conducted an in-depth interview with each of the main participants actively involved in the production of promotional news (four journalists, four editors, four marketing agents and four advertisers) 4 from each newspaper. Interviewees were between 28 and 45 years old, and all but two journalists and two advertisers were men. Because they spoke only on the condition that complete anonymity would be guaranteed, I labelled them using letters, and any words that might identify them were omitted and replaced by ellipses. In the first step of the research, my aim was to uncover the elements of promotional practice, which pays to publish texts for commercial benefit and is overtly drawn upon within journalistic practice, and to identify promotional news for the text analysis. The results are presented in the three stages of news productioninformation gathering, writing and editing -which are often intertwined.
Information gathering
The communication process with an order to publish a certain text (which is later paid for) or with blackmail, threatening that an advertising contract will be terminated unless a text is published, is initiated by the advertiser. There are two actors appearing in the role of the advertiser paying to publish a message (Cohen, 1988) : an advertising agency in charge of communicating with the media for an organization, or the marketing or public relations sector within the same organization. The advertisers have two key goals: to gain favourable publicity for the organization among readers and/or to achieve the identification of a new or improved product or service among readers. Marketing guru, Philip Kotler (1984) , attributes creating favourable publicity for an organization to public relations activities, while he credits advertising with the identification of a new or improved product or service; both practices are promotional. Promotion can be considered as a process whereby 'favourable information' (Wernick, 1991) about the organization, its product or services is encoded into promotional messages/ texts (e.g. press releases, advertisements), which lead the customer to buy the product or use the service (Chaston, 1999; Kotler, 1984; Ray, 1982) . For the purpose of the present analysis, promotional discourse is defined as the process of the linguistic construction of texts, depicting the subject in question in a favourable light to influence the audience for commercial benefit. 5 The interpractice of promotional practice, which is drawn upon within journalism, is referred to as promotional journalism, and its product is referred to as promotional news, 558 Discourse & Society 15 (5) the whole discourse process and all the products are labelled a new hybrid discursive type: promotional news discourse. The link between the advertisers and the editors/journalists is the newspaper marketing sector with its marketing agents, who consider promotional news as advertisements, therefore directing their production in the newspaper. For financial reasons they put the interests of the advertisers before those of the news producers. Their response to promotional journalism is positive, because it benefits everyone: journalists by giving them a better income and working conditions, owners and management with the financial benefits, advertisers with new possibilities for advertising, and readers with the better quality of the newspaper (colour, better quality paper, more information). Marketing agents consider the publishing of promotional news to be a reward for large and loyal advertisers and bait for future advertisers. Promotional news is market goods with a well-known price, equal to triple the price of an advertisement the same length.
Furthermore, the marketing agent 'demands cooperation from the editor,' Editor B claimed, or 'asks the editor for help,' his colleague said (Marketing Agent B). This difference in the description of their relationship (demands cooperation versus asks for help) indicates a difference in the perception of this relationship and in the practice itself. Most editors disapproved of this practice and described demands to publish 'hidden advertisements' or 'paid news', as they are called, as marketing logic intruding into journalism. In every-day practice editors reacted in three ways: (i) those in a strong position refused to carry out promotional journalism in their editorial department, arguing that it is unethical; (ii) some pretended not to see the practice and placed the responsibility on individual journalists, saying that they should decide whether to take part in this practice; and (iii) others allowed the practice to go ahead despite disapproving because of pressure from the marketing sector and management, mostly to ensure the financial stability of the newspaper.
In just over half of the editorial departments analysed, 6 marketing agents asked journalists to cover certain 'events' following more or less clear approval from the editors. Because the decision as to which journalist writes promotional news depends on the orientation of the individual editorial department, there is no uniform pattern in promotional news writers. The responses of the journalists responding to promotional journalism varied a great deal: (i) disapproval and refusing to participate in this practice because it is unethical; (ii) disapproval of the practice, but still participating in it, mostly to ensure the financial stability of the newspaper; (iii) an attitude of indifference (writing promotional news does not seem wrong); (iv) accepting the practice as normal (writing promotional news is accepted as part of the job); (v) the practice is very popular, because they are paid the same amount of money for doing less work (they volunteer to participate in promotional journalism).
Selection of events
The selection of events and facts is entirely the domain of advertisers, whose Erjavec: Hybrid discourse 559 orders are realized within the structure of the newspaper by the marketing sector. The marketing sector sends a journalist on an assignment to cover a 'pseudoevent', which is, according to Boorstin (1962) , in some sense, an unreal event, and has no rational meaning and no point outwith the circle of the media for which they were designed. The most frequent pseudo-events used were press conferences which would not be covered without an order because of the 'little information available for a small circle of readers' (Journalist B) and/or 'the profitable motive of the information' (Journalist D). The second group of events covered by the journalists can be labelled 'promotional events', because they are artificially produced by advertisers to cover the promotional purpose of the text, thus increasing the credibility and legitimacy of what is published. Among such promotional events are various business meetings, contract signings, visits by important persons, competitions and sponsorship events, events demonstrating a new or improved product or service, formal events marking production milestones or other types of marketing success, where only certain journalists are invited (this distinguishes them from the pseudo-events) while the newspaper is 'paid' to cover the event and publish texts on it, and the advertiser gains total control over the content. 'Promotional events' are of exclusive interest to the advertisers or the subject in question, and of no interest to readers, for whom the newspaper is intended.
Writing
In some newspapers there are explicit rules -the marketing agent presents these rules to the journalist -in other newspapers, the rules on writing promotional news are implicit -they have never been formally articulated, but the journalists are familiar with them from informal communication within the newspaper. The rules are set by the marketing sector and are, above all, advertising rules -'you mustn't offend anyone, promote intolerance or promise the impossible' (Journalist C) -or rules specific to promotional news writing -'you mustn't cover the negative sides of the organization's activities or ask for the opinion of individuals outside the company' (Journalist C). Marketing agents give journalists a sort of a 'motto' for writing promotional news, which was summed up by Journalist C: 'The journalist must highlight all the good things about an organization, but truthfully and factually'. This statement shows that marketing agents have their own understanding of the truth and facts, because they may also be only partial or positive, and at the same time this 'motto' is one of the first rules of writing press releases (Wragg, 1993) .
The last set of rules used refers to genres, mostly news items, news reports, interviews and features. A news item is the form used for short messages, whereas news reports convey the most 'credible and heavy' information, such as financial news and information on other forms of economic success, an interview linking an individual to an organization, its product or service, or to present them through a dialogue. Features that not only inform, but also entertain are used for lighter topics, such as reviews of holiday destinations. In all the cases of 560 Discourse & Society 15 (5) promotional news writing analysed, the advertiser chose the genre. If there is no editorial policy on banning the signature, the journalist chooses whether to sign the article. The headline is written by the journalist, the marketing agent or both, depending on the newspaper in question. In general, in the writing phase, the role of the journalist is reduced to transmitting and transforming information into a journalistic genre, especially when there is no event to cover and all the journalist does is re-write the promotional material. Journalist A describes such a case of the production of a promotional news item: 'I emphasize the quality of the goods offered by the organization, at the same time following the rules of news report writing. ' In some cases, especially where newspaper supplements were concerned, marketing agents themselves (they are also journalists, former journalists or have a degree in journalism) wrote the promotional news items. In writing, they followed all the above-mentioned rules and signed the texts with their full name.
Editing
In editing also, advertisers have a decisive role, because they demand that promotional news items be published on certain pages or on pages with a certain content. Sometimes the marketing sector asks the editor to publish a text written by the advertiser. Because editors believe that these are classic examples of advertisements, they put the blame on advertisers who 'intentionally design ads which look like news items, and I am forced to incorporate them into the editorial content' (Editor A).
Paying to not publish information
Promotional journalism includes the practice of advertisers who pay or extort newspapers not to publish items of information negative to them or not to cover delicate topics, e.g. a problematic case of privatization. 'Paid-for' censorship is conducted in two ways: the advertiser extorts 7 (and, rarely, pays for) reading and deleting 'unsuitable' information from a journalistic text which has been written without any prior involvement of the advertiser, or the advertiser orders in advance and pays or extorts the newspaper to not cover certain topics or not publish certain items of information. The following case clearly shows how information was censored in advance in exchange for a payment, the editor interprets this as 'publishing only those items of information which have been checked':
When problems with privatization began to surface . . . I was clearly told by the marketing sector that I mustn't cover that. Since we have to cover it because of the competition, we now only publish items of information which have been checked thoroughly. Interviewer: Where do you check them? Editor B:
With the company . . .
to identify those linguistic choices within promotional news discourse that point to the choices at the level of interdiscursivity. The sample used in the detailed discourse analysis consists of 38 news reports, 8 identified in the first stage of research as 'paid for' (or extorted) by the advertisers. These news reports were mostly written in the local and economic editorial departments of the newspapers analysed. I use the term 'promotional news' in the general sense for all the journalistic articles that were paid for, but for the detailed discourse analysis, I selected texts that had been paid for in the form of news reports; they are labelled 'promotional news reports'. The promotional news reports analysed were in no way separated from the editorial content by layout, position or labelling.
News reports were chosen for the analysis because they are perceived, by both journalists and the general public, to be the most factual, disinterested, impersonal and objective genre in the mass media (White, 2000) . The main aim of the analysis of interdiscursivity is to uncover discursive elements of promotion which are drawn upon within news report discourse. To achieve this, an analysis of promotional news discourse is undertaken in two stages. A broad characterization of the promotional news discourse analysed is first sketched, with a focus on particular discursive strategies that have the potential to harbour promotional meaning. Following this, a micro-structural analysis of two promotional news reports, selected for the difference in the degree of explicitness of the promotional nature of texts, is undertaken.
A general characterization of the promotional news discourse Genre Within the academic literature, Van Dijk's (1983 , 1988 ) and Bell's (1991) schematic conception of genre is most familiar. According to this conception, a schematic structure -headline + lead + satellites -is made up of stages, either all obligatory or some obligatory and some optional. Van Dijk's conception is oriented toward modelling the cognitive process associated with reading news stories. Bell (1991) adopts Van Dijk's framework of the relationships between the structure of the news report and that of the Labovian narrative of personal experience (Labov, 1972) . Van Leeuwen (1987) applies the systemic-functional grammar genre theory to the structure of news items. He provides an analysis by which news items are broken down into what might be termed micro-genres. He shows how the stages of news items serve various core or basic generic purposes, such as Narration, Procedure and Exposition. A key insight of Van Leeuwen's analysis is his observation that the arrangement of these micro-genres is strategic, serving various rhetorical objectives. Third, Fairclough's conception of media genre (Fairclough, 1995a) focuses less upon activity-type structures associated with genres than on two other conceptions, and also introduces the question of interdiscursivity. In general, Chouliaraki and Fairclough (1999) define the genre as a specifically discursive/linguistic ordering of social practice, a regulative device that controls what goes with what and in what order, including the configuration and order of discourses.
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Discourse & Society 15 (5) In this study, I analyse the generic structure of promotional news reports and their interdiscursal features and therefore combine the schematic concept of the genre and Fairclough's concept of interdiscursivity.
The generic structure of promotional news reports is at first glance the same as with other news reports. The form of the news reports analysed -headline, lead and satellites -is not different from that of neighbouring news reports. Only a detailed discourse analysis reveals that the news reports analysed include elements of promotional discourse. The first specific characteristic of promotional news reports is revealed in the headline. All the headlines analysed evaluated the topic in a more or less explicitly positive way, e. The headlines analysed are short statements, most include one or two sentences, with one categorical claim, praising the organization, its product or service more or less explicitly; this is a typical characteristic of contemporary headlines of promotional genres, such as 'news/information headlines' in advertisements (Jefkins, 1994) and headlines in press releases (Wragg, 1993) . Because one of the main characteristics of the headline is that it orients the reader to process the text in a pre-determined direction (Van Dijk, 1991) , the headlines analysed give the preferred positive meaning on the subject discussed.
Scholars of journalism agree that the lead paragraph, which follows the headline, summarizes the central action by answering the questions 'who,' 'when,' 'where,' 'what' and sometimes 'why' and establishes the point of the story (Bell, 1991; Van Dijk, 1988) . A key feature of promotional news reports is that they do not report social events, which is typical of news reports (Bell, 1991; Van Dijk, 1988) , but rather report promotional activities and the characteristics of the subject discussed. Instead of summarizing the central action of social events, the leads analysed summarize the promotional activities and characteristics of organizations, their products or services. There is no explicit praise in the leads, but there are short statements with categorical claims about the promotional activities/characteristics of the organization.
The bodies of the news reports analysed list the promotional characteristics/ activities of the organization, its service or product. This list of promotional characteristics/activities specifies the characteristics/activities summarized in the lead. The main relationship is between the lead -also called the central textual nucleus -and a set of dependent paragraphs in the body -satellites -which act to specify that lead. White (2000) calls this relationship an 'orbital' structure. With the use of Bell's (1988) and Van Dijk's (1988) frameworks of news report structure, it is possible to conclude that the body of the news reports analysed consists of a comments category, containing the journalist's and the source's observations on the organization, its product or service and is represented by the more or less positive evaluation. In longer news reports, expectations about the future development of the organization and its product or service is included in the last paragraphs. Although the comments category is always implicitly present, it encompasses only a small part of the generic categories in most news reports (Bell, 1991; Van Dijk, 1988) . According to Van Dijk (1988) , generic categories include the episode category with two subgroups: main events with consequences, and the background category with history and context, which is further divided into circumstances and previous events. In the bodies of the news reports analysed, the comments category with a positive evaluation is dominant, which clearly shows the incorporation of the characteristics of promotional genres, such as advertisements and press releases (Cook, 1992; Wragg, 1993) .
Topics: Promotional characteristics and activities of the subjects in question
Topics or themes are an important aspect of news reports (Van Dijk, 1991) and, as the analysis shows, crucial in an analysis of interdiscursivity. In news discourse, topics represent what news producers construe to be the most important items of information. Promotional news reports contain the following topics: (i) new or improved products or services; (ii) major contracts; (iii) reports on success in business; (iv) competitions, sponsorship; (v) important visitors to factories; (vi) orders of new equipment or the purchase of new premises; (vii) production milestones; and (viii) other measures of success. As I have already mentioned, these topics show that the news reports analysed do not cover social events as is typical of news reports (Bell, 1991; Van Dijk, 1988) , but rather deal with the promotional activities/characteristics of the subjects in question, which is a feature of promotional texts, such as advertisements and press releases (Cook, 1992; Wernick, 1991; Wragg, 1993) . The topics analysed reveal another feature: they are not important to a wide circle of readers, but rather to a limited number of individuals and organizations, and above all to the subjects in question.
Perspective: Partiality
An important feature of discourse meaning is perspective: from which point of view are events and actions described (Van Dijk, 1991) . Perspective is both a local and a global feature of semantics and is expressed by various textual signals, analysed in more detail later. For now, I focus on the global semantics of promotional news reports. One of the main characteristics of the news reports analysed is partiality, which is revealed by the fact that the topic is covered from only one point of view. Promotional news reports cover one organization, its product or service, or more than one organization within the same interest group, and they present only the positive characteristics/activities of the subjects in question, they never present controversial or negative characteristics and this is a typical feature of promotional texts (Jefkins, 1994; Wernick, 1991; Wragg, 1993) . Partiality is also revealed in the choice of sources.
Choice of sources: One-sidedness of sources One of the characteristics of news reports is the reliance on various sources of 564
Discourse & Society 15 (5) information on which the news report is constructed (Bell, 1991; Van Dijk, 1988) . Hence, quotes -both direct and indirect -are frequently woven into the fabric of news discourse to give it a semblance of 'facticity' and a quote from the newsmaker's own words renders it incontrovertible fact (Tuchman, 1978) . In the news reports analysed, the primary sources come from only the organization and its clientele. There is no multiplicity of sources, which might offer perspectives differing from the one in question, or, in other words, there are no sources contradicting the original sources. The most frequent source is the general manager, then the public relations agent, whereas in longer news reports other representatives of the company also appear ( Table 1) . 'Independent' sourcesthose not directly linked to the organization -are rare, but they always confirm the general opinion on the subject in question and add to it. Politicians tend to be used most frequently as 'independent' sources, which show how the political and economic elites are linked. In the texts, sources construct an illusion of truthfulness and legitimize partiality of promotional news reports.
Over-lexicalization: Promotional vocabulary
The news reports analysed use vocabulary which has to do with promotion. Its key characteristic is the use of positive words (Cook, 1992; Jefkins, 1994) , which show the subject in question in a favourable light (Wernick, 1991) . This is especially visible in the following lexical device: over-lexicalization. Promotional news reports provide 'a large number of synonymous or near-synonymous terms for communication of some specialised area of expertise' (Fowler and Kress, 1979: 211) giving rise to a sense of 'over-completeness ' (Van Dijk, 1991) . As Fowler (1985: 65) argues, vocabulary might be seen as a map 'of the preoccupations of a culture. . . . Detailed systems of terms develop for the areas of expertise, the features of habitat, the institutions and relationship, and the beliefs and values of a community.' Let us first of all examine the pervasive use of lexical cohesive devices to construct an image of an organization, its products or services as successful. The most direct and obvious form of lexical cohesion is the repetition of positive adjectives, such as successful or of (the highest) quality, which explicitly evaluates the subject discussed. The use of synonymous adjectives and other direct references to success, such as leading, top quality, effective, richer, best known, strong(est), good, better, best, (most) favourable, (most) interesting, big(gest), new, improved, attractive, (most) pleasant, also contribute to the co-refentiality of the success of an organization, its products or services. In Table 2 , three typical examples are presented for each of the newspapers analysed.
The question then is: what is the motivation behind this over-lexicalization of positive adjectives, emphasizing a company's success in such an explicit, repetitive and overt manner? Promotional news reports try to form a positive image of the organization or positive publicity in newspapers and among their readers, and this is the basic function and effect of promotion (Arens and Bovee, 1994; Kotler, 1984; Wragg, 1993 The above is a general sketch of the promotional news discourse analysed, aimed at providing a broad overview of the kind of discourse strategies that news producers can and do exploit to publish promotional texts in the form of news reports. What follows is a more detailed structural analysis of promotional news discourse to further unravel the sort of promotional structures embedded within. However, because of the limited scope of this article, the analysis can only be applied to two short promotional news reports. Why these two samples? They were chosen because they are typical examples of two extreme groups. Owing to its use of positive adjectives (see over-lexicalization), Text 1 can easily be identified as an instance of a promotional news report, whereas Text 2 is one of those providing members with high quality information; new way of distributing information; possibility of obtaining high quality feedback and using additional improved services Finance (16/6/02) new high quality computer services offered by schools; more successful and improved Internet access; better computer equipment; better quality school programme; interesting for both children and teachers promotional news reports that do not evaluate the subject discussed explicitly, and its promotional nature is hard for the reader to determine. The other news reports analysed can be placed between these two extremes. Because the texts chosen are so different, the goal of the detailed discourse analysis was to determine what they have in common, even though it is not immediately visible.
But before the analysis of the texts can be undertaken, a brief explanation of the metalanguage, rationale and limitations of the particular analytical framework chosen to unpack the promotional meaning in the texts is needed.
Halliday's Systemic-Functional Grammar (SFG) is a lexico-grammatical theory premised upon the notion of choice in which language, or any other semiotic system for that matter, is constructed as 'networks of interlocking options' (Halliday, 1985: xiv) . According to Halliday, language is not arbitrary, but a 'system of meanings' and 'a meaning consists of functional components, called metafunctions' (p. XIII). Halliday claims that we use language for two general purposes: (i) to understand the environment, ideational; and (ii) to act on the others in it, interpersonal. There is also a third, textual metafunction, which involves the use of language to organize the text itself. In a nutshell, SFG is both 568 Discourse & Society 15(5)
Simobil offers great holiday deals
The second Slovene mobile phone operator offers great deals for Christmas.
Simobil is selling the new Nokia 7650 at a very special price and is also providing free phone calls for 1000 tolars. Nokia 7650 supports the MMS system. Until the end of the year, Simobil is also introducing a free MMS service. At the moment, Simobil has the best deals for corporate bodies. It generously gives the new subscribers a free 3-month subscription and offers them great prices on two high quality mobile phones, Siemens S45 and Nokia 6310i. Simobil's offer on the MMS service is currently the best holiday deal. (mk)
SCT restructured production SCT of Ljubljana has increased its productivity and profitability in the first three quarters, while at the same time improving its production. 'In the third quarter, SCT has increased its income by 16 percent compared to the same period last year; this means 3 percent more than planned. The income of the employees has increased by 20 percent compared to last year. AT Kearney advisors helped us achieve that,' says SCT general manager, Ivan Zidar. SCT has also improved the qualification and age structure of its employees. It has adopted tools for measuring efficiency. 'SCT's goal is to increase its income from sales for the next year by 14 percent,' AT Kearney advisor predicted. S.K.
Text 1
Text 2 a resource for describing the grammar of a language, in terms of its systems and structures, and a resource for explaining why language is the way it is. SFG is rooted in structural grammar, focusing on the selection, categorization and ordering of meaning primarily at the clausal level rather than the meaning of macro-structure. However, its functional view of language does offer critical discourse analysts a useful tool to systematically uncover and interpret the underlying motivations, intents and purposes of text producers, as well as the attitudes, perceptions and prejudices that drive them. It is this aspect of affording critical insights grounded in the structural analysis of texts of the SFG paradigm that coalesces with general critical objectives of CDA.
By drawing on the analytic framework of SFG, I hope to uncover the underlying promotional meanings and motivations behind particular linguistic realizations at the clause and phrase levels, by focusing on two aspects of Halliday's SFG that I consider to be most revelatory of the kinds of promotional construction that are of interest in this study: 'transitivity' and 'lexical cohesion'.
Transitivity
'Transitivity' is a key analytic component of the ideational metafunction and provides us with the potential for categorizing the infinite variety of occurrences or 'goings-on' into a finite set of process types (Table 3) . In order to probe the way in which language represents reality in terms of how the primary or dominant agents are constructed, what they do to whom and with what consequences, transitivity theory has much to offer.
What do Text 1 and Text 2 have in common? First of all, in both cases, a single organization is exclusively responsible for the processes of doing as the actor (see Table 4 ). There is no second organization presented as the main actor. In Text 1, the mobile phone also has the role of an actor, but it is a product offered by the main actor. Second, in both cases, the organization has the active role and is linked to positive, mainly material processes.
What is the biggest difference between Text 1 and Text 2? A comparative analysis of the processes related to the organization reveals that Text 2 does not include relational processes with extremely positive attributes and the organization is not associated with positive predicates of the material processes (e.g. high Erjavec: Hybrid discourse 569 TA B L E 3. Process types, their meanings, and key participants (adapted from Halliday, 1985: 131) In Text 1 the organization has, in addition to the role of the actor, the role of the carrier, related to the possessive attribute 'best deal'. The organization is presented as the carrier of the nonpossessive attribute which occurs with the verb 'to be' as extremely positive adjectives: 'best'. At the end of Text 1, this positive relational process confirms the impression of Simobil offering the best deal, created in the text by granting the role of the actor and the carrier with extremely positive processes to one organization. The texts analysed also show that there is no use of the agentlesss passive construction. Only 2 cases of the passive were found among the 38 texts analysed, which confirms the belief that the key purpose of the news reports analysed is a clear identification of the organization and/or the brand name as an agent and its connection with positive processes.
LEXICAL COHESION
Finally, cohesion is a property that contributes to the creation of textual coherence (Hoey, 1991) . Cohesion, which is best defined as 'the overt linguisticallysignalled relationship between propositions' (Widdowson, 1978: 31) , concerns the ways in which the words in a text are mutually connected into a sequence. Coherence, however, has been defined as the property of 'unity', of 'hanging together' (Hasan, 1984) which concerns the ways in which the configuration of concepts and relations that underlie the surface text are mutually accessible and relevant. Therefore, the surface cohesion of a text predisposes a reader to search for an underlying structure of relations that makes a text coherent. Lexical cohesion as the single most important cohesive tie used in a text (Hoey, 1991) therefore provides the discourse analyst with a key to unravel the potential ideological construction that underlies a text.
If we compare both texts, we can see that in both, the name of the organization is repeated (see Table 5 ). And the repetition of a lexical item is the most direct form of lexical cohesion (Halliday, 1985) . In both promotional news reports, the name of the organization is repeated throughout the headline, lead and all the paragraphs of the body. Moreover, the repetition of the name of the organization and the brand name throughout the text is one of the main rules of copywriting in advertising (Jefkins, 1994) . As discussed earlier, the lexical patterning in Text 1, with the use positive adjectives that explicitly evaluate the organization, supports a promotionally significant motive: success. In Text 2, lexical patterning plays an even greater and more salient role in promoting the organization, because its promotional nature is harder for the reader to recognize. Text 2 does not contain positive adjectives, but it does contain lexical items which connote only positive meaning about the organization. Lexis is not merely a static element embedded within the lexicogrammar of text, expressing a fixed and stable meaning. Instead, through a deliberate interplay of lexical items that are collocationally related or even just boldly repeated, another level of meaning that supersedes the sense of each word in isolation can be created. In this way, lexical cohesion transcends its cohesive role as textual linker and assumes a role in the ideational function of language, re-shaping and re-conceptualizing meaning and experience. Table 6 sums up the lexical choices that co-construct economic success in Text 2. The promotional news report analysed contains words and phrases that connote success when they are piled together. By listing and repeating only positive characteristics of the organization, they give the cumulative effect of success. Main verbs refer to positive activities, e.g. the verb 'to increase' is repeated four times in the short text, and the verb 'to improve' is repeated twice. The hyponymical verb 'to restructure' in the headline also carries the meaning of all the other words of improvement. Text 2 also contains nouns connoting economic achievement, such as 'income', 'productivity', 'profitability', 'efficiency'. The combinations of verbs and nouns, such as 'to increase productivity and profitability', 'to improve production', 'to increase the income', connote economic success.
What were the effects of this repetition of the name of the organization and SCT has improved the qualification and age structure of its employees 6
It has adopted tools for measuring efficiency 7 'SCT's goal is to increase its income from sales for the next year by 14 percent,' . . . predicted. the use of lexical items which connote a company's economy success? Promotional news reports try to identify the organization, distinguish it from others and form a positive image of the organization or positive publicity among readers, and these are the basic functions and effects of promotion (Arens and Bovee, 1994; Kotler, 1984; Wragg, 1993) .
The colonization of news discourse by promotion is part of a wider social practice within which these discourse samples are located. Social practice is the third dimension of discourse (Fairclough, 1989 (Fairclough, , 1992 and the explanation of the context of discourse samples is its main function. Because broader social practice is not the main focus of this study, I try only to explain broader development in journalism, which has stimulated the development of promotional news discourse. Promotional journalism falls within the successful frame of 'market journalism' (McManus, 1994) , 'MBA journalism' (Underwood, 1993) or 'new journalism' (Hardt, 1996) , which has been gaining ground in the last few decades. Its typical feature is the fact that commercialization dictates its nature and prescribes the limits of public interest (Hardt, 1996; McManus, 1994; Underwood, 1993) . A key characteristic of the commercialization of journalism is its primary subordination to the business sphere and its logic of profit maximization. This logic encompasses three general principles (McManus, 1994) : (i) increase your audience as much as possible, (ii) decrease your costs as much as possible, and (iii) do not stand in the way of the big advertisers and other interests of the owner. According to Hardt (1996) this new journalism is derived from the practice of advertising and public relations, and promotes the construction of corporate realities at the expense of a commonsense desire for a fair and truthful representation of everyday life. 'Pressure from advertisers has now turned into a regular succession of requests that more often than not lead to co-operation and collaboration as a service', claims Hardt (1996: 35) . Although none of these occurrences are new -newspapers have dealt with them before -they are now widely received in the form of guided opportunities to help promote business (McManus, 1994) .
According to several researchers (e.g. Erjavec, 2001; Jakubowicz, 2001; Splichal, 2001) , after many decades of promoting the successes of the state in the Communist regime, the media in central and eastern Europe went through a democratic revival in the late 1980s with the economic and political changes. But in the early 1990s, the media began competing in the imitation of the commercialized journalistic model from the west, in which they today repressed their role model. Once they lost state subsidies, daily newspapers in these countries saw commercialization as a magic key for survival on the media market. For example, the Slovene newspapers have tried to defeat the competition in the small Slovenian market by commercializing their activities on the principle of profit maximization. As a result, the majority of them are adopting a tabloid journalistic discourse, are giving in to the demands of advertisers and public relations advisers, address their readers as consumers rather than as participants in society and a source of democratic power, and they understand journalistic labour in terms of routine technical tasks responding to specific commercial interests (Erjavec, 1997; Hardt, 1996; Splichal, 2001 ). Owing to a lack of tradition in democratic culture, suitable legislative regulation of the media and other related subjects, the small media and advertising market, and the desire for a quick profit, the commercialization of journalistic discourse in Slovenia and also other central and eastern European countries reached extreme proportions to the point where the media now promote commerce instead of the state as they did during communism (Erjavec, 2001; Splichal 2001) . Thus, the commercialization of journalistic discourse shows that news fits the requirements of a patronage system, in which journalists serve the interests of the commercial class consisting of businesses, and a new understanding of public interest dominates the public sphere. This subordination of journalism as a cultural practice to the economic rationale of marketing has enabled the development of promotional news discourse.
By becoming their own agents, political, and especially commercial, institutions produce information packages that serve their specific purposes, increasing opportunities for direct access to consumers and citizens, and bypassing the traditional system of news processing while challenging alternative sources of information and analysis. In fact, this is the dawn of a new partisanship of news discourse, the result of a larger, political process of bargaining and compromising to promote and protect selfish interests rather than public participation, which shifts the balance between private and public responsibility toward a patronage system that considers qualitative information a privilege rather then right. A professional vision of journalism ends at a time when our society needs a critical reportorial force; instead, a promotional journalism emerges, benefiting commerce and legitimizes the function of advertising in the 'commercialization of culture'.
Conclusion: The usefulness of the expanded CDA approach
This study is founded on Fairclough's CDA (1992 , 1995a , 1995b which suggests a multidimensional approach to media discourse. The analysis focuses on three different dimensions of the communicative event: text, discourse practice and social practice. The analysis of the text is linguistic, the analysis of discourse practice is intertextual and interdiscursal. In the latter, the analyst is searching for 'traces' of the process of production, trying to find some indications of how the text could be interpreted. Because Fairclough's discourse analysis, despite being linked to social theory, is still an analysis of the text and as discourse refers to the whole process of social interaction of which the text is only a part, this approach is not satisfying. Therefore, text analysis should be combined with an analysis of discourse processes, i.e. the processes of text production and interpretation where they actually take place using ethnographic methods. In such an approach, the analyst is in a much better position to understand why and how the text is 574 Discourse & Society 15 (5) constructed as it is. In addition, it will be easier to say something about how people interpret and understand the text. In addition to the analysis of interdiscursivity, I have introduced the analysis of interpractice in the dimension of discourse practice. This analysis identifies the case where specific other practices of the process of text production and interpretation are overtly drawn upon within a practice. This expanded approach has been checked in the analysis of promotional news discourse. It has proved to be very effective, first, because promotional news items are illegal and difficult to identify, text analysis alone could not identify the subject of the analysis: texts that have been paid for in the form of news reports, which try to influence audiences for commercial benefit. The second reason is that the analysis of interpractice has enabled us to uncover the elements of promotion within news discourse, which text analysis cannot reveal. Thus, for example, an analyst cannot find 'traces' of information that has been deleted because it is negative for the advertiser or cannot identify the topics that have been concealed in promotional news items. The third reason is that the analysis of interpractice has enabled us to uncover a way of concealing the promotional nature of the news reports analysed, which would have been difficult if not impossible to uncover through text analysis alone, e.g. how advertisers conceal the promotional purpose of the text by staging 'promotional events'. And finally, the analysis of interpractice has enabled us to become acquainted with the production processes, in which the news producer is subordinated to the advertiser in all the stages of production, and has enabled us to uncover the motives and purposes of the participants in promotional journalism, thus explaining why this illegal practice has come into use. The pressure exerted by advertisers on the newspaper, the positive attitude towards this practice demonstrated by marketing agents, editors-in-chief and management, the very different responses of journalists and editors to this practice, and the commercialization of journalism in Slovenia in recent years, have all contributed to the spreading of promotional news discourse.
The analysis of interdiscursivity of promotional news reports has shown how promotional journalism through textual devices (generic structure, topics, perspective, choice of sources, over-lexicalization, coherence, choice of processes and participants) incorporates discursive elements of promotion which are drawn upon within news report discourse. Thus, promotional news discourse could be identified through the production process, which reveals that the key actor in the process of production is the advertiser, who realizes his/her commercial interest by paying for publishing or killing a certain story, and through a text analysis, which reveals the partial, positive-only evaluation of the characteristics/activities of an organization, its product or service and the key participants are the representatives of the organization and its clientele. In the identification of promotional news items, the readers of newspapers can also question whether the content of the story published is in their interest, or simply in the interest of those discussed by the text.
